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will insert a 
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Advertisement : 
One Week | 


in the entire , 


Atlantic Coast Lists 
of 


1400 Papers 








Fully one-sixth of the reading population of the | 
United States, outside of large cities, are reached | 
weekly by these papers, 85 per cent of which are 
| either the only publications in their respective towns 
or are county-seat papers. 
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PERIODICALS FOR ADVERTISING 
ONLY. 
By Foel Benton. 


\ very bright gentleman, long con- 
nected with the press, once told me 
that he had a journalistic scheme in 
mind which he thought might be made 
to pay. We were sitting, when the 
conversation began, in a New England 
city of nearly thirty thousand people, 
and one growing rapidly on account of 
its multiplied manufactures and the 
business relative thereto. ‘The coun- 
try about and not far off was sprinkled 
not only with bustling towns, but with 
the thrifty homesteads of an intelli- 
gent rural people. 

‘** Now,” said Mr. Jones (I call him 
Jones, of course, because that was mot 
his name), ‘‘ I have anewspaper scheme 
of my own; and if I had sufficient 
capital I would try to carry it out. My 
scheme is to print a daily paper here 
without any subscription price what- 
ever. Subscriptions amount to little, 
and, like a paid opera-house or the- 
atre entertainment, keep the multitude 
away, while a free lecture fills the 
house. There is no paper in this town 
now that has over 4,000 subscribers, 
while mine could have 25,000 circula- 
tion at least. I would make a good 
paper and give the news just as the 
other papers do; but I would place it 
in every reader’s hands aébsolutely free. 
If I could guarantee a 25,000 circula- 
tion in my own and adjacent towns— 
and I should ultimately expect far more 
—I could give advertising that would 
be worth something. 

“* Suppose I don’t at once cover all 
the news that the other papers do, or 
furnish at first quite as large a sheet— 
a gift horse will not be looked too 
critically in the mouth. From the 
beginning, however, I should be sure 
to make the paper readable and have 
the local news admirably well done, 
even if my competitors beat me on the 
latest news from Ashantee or Afghan- 
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istan, Still, in due time I would neg- 
lect nothing, and I would show from 


the start that advertisers who wish to 
reach everybody, and to prove that 
they reach everybody, must advertise 
with me, at rates sufficiently high to 
compensate for my cash loss in giving 
the paper away. 

‘*Now don’t misunderstand me. 
The paper would be a real paper. Its 
reading matter would be of the best 
Its news would, without being sensa- 
tional, pique curiosity. What the 
Universal Omnibus has to say every 
body should hear quoted and would 
want to know. 

“There are some who might say 
that my venture would be merely a 
somewhat cranky or emotional hand 
bill; but I know better. Of course I 
should not expect much profit the first 
year; for that is what happens to 
dailies started in the regular and usual 
way. But wouldn’t it be an enormous 
advantage to have a full-fledged circu- 
lation and as large a one as you want 
on the very fitst issue—one that you 
wouldn’t need to swear f#, and one 
that your patrons wouldn't need to 
swear af? If any advertiser discov- 
ered that some reader or family was 
not supplied, he could call at the office 
and make complaint, or he could at 
any time get extra copies free to mark 
and mail to any parties whom he might 
consider neglected. 

** Every stranger in town could pick 
up the paper without cost; and it 
would soon be such a repository of ad- 
vertisements and announcements that 
public houses would put it on file 

“* Let us take the Journal of Com- 
merce as a sample of unique journal- 
ism. What does its circulation amount 
to on the popular view of it? Yet it 
is a most valuable paper, with knowl- 
edge that is rare and indispensable—a 
great property, in fact. And what 
makes it? Why, the advertisers, who 
must employ it. I know that the pa- 


per I propose and the /. ef C. would 
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not be much alike, but the /. ef C. 
illustrates the fact that by compelling 
a vast amount of high-priced advertis- 
ing, which the advertiser is drawn 
to give, money can be made. The /. 
of C. may seem to be just the opposite 
of my style of paper, for it has a pe- 
culiarly limited circulation, while mine 
would be shaped for a large one. 
Well, this is the paradox then: A 
special limited circulation does what a 
general \arge one does—secures profit.” 

I suppose my friend, Mr. Jones, 
said many more things on this topic ; 
but I have forgotten them, and only 
remember the chief points he made. 
I had been too long out of journalism 
on its publishing side to be able to 
freely combat him. So I listened to 
what I have recorded here. 

I know, however, of one paper which, 
while it was not wholly like Jones’ 
proposed one, was still somewhat like 
it, and was in every respect successful. 
I mean the really well edited Badd- 
win’s Monthly, made simply for adver- 
tising purposes, and which would still 
be going, after its years of success, if 
its editor’s death had not transferred 
his business to a different city and to 
hands that did not naturally care for a 
journal or periodical of any kind. 
Everybody remembers that Mr. Bald- 
win’s store was on the corner of Canal 
street and Broadway, in this city, as 
his sign, 





“BALDWIN THE CLOTHIER’ 

was altogether the most distinctive one 
on Broadway. Baldwin was, himself, 
a genius. He made a fortune by hon- 
est dealing. No man more sensitive 
to honor ever lived. He did not ad- 
vertise in the papers, but he made a 
paper in which he put all his announce- 
ments to the public. It was a monthly 
of eight pages, printed on red-tinted 
paper, without a cover. Three-quar- 
ters of its space was given up to purely 
literary matter, mostly original, and 
bought and paid for by him. It was, 
in fact, ideally edited. The selections 
were of the first order of excellence, 
and the whole of it was so good that 
he received daily from all parts of the 
country remitted subscriptions from 
parties who casually saw it and wished 
to possess every issue. In each in- 
stance he sent the money back and 
mailed the paper free to every one who 
cared for it. Bound copies of it, at 
the end of each year, he placed in pub- 


lic 'ibraries, and sent to the writers of 
its matter and other personal frieads. 
A distinguished lawyer once said to me 
that he found more and better matter 
in Baldwin's Monthly than he found 
in the Atlantic Monthly. 

Mrs. Elizabeth Akers Allen, Josh 
Billings, Thornton Macaulay, Clement 
Scott, of England, and any number of 
able writers, were constant contribu- 
tors to it; and 1 have myself drawn 
many large greenbacks in advance for 
some brief piece which suited the fas- 
tidious clothier-editor. Its circulation 
was almost always 50,000, 

This magazine was Baldwin's sole 
way, substantially, of advertising, ex- 
cept a Christmas book, which he had 
originally prepared by some of these 
writers, for his boy customers. To 
circulate the little paper he took every 
means. Accordingly, he sent boys up 
and down every railroad leading to the 
city, who would get off at each station 
and drop one copy in every letter-box 
of the nearest post-office. He told me 
that the Christmas book cost him 
about a thousand dollars, and the 
monthly a very large sum; but he 
found his account in the two ventures. 
As he lived in Brooklyn in elegant 
style, and died worth a large fortune, 
there is no doubt that advertising by 
periodical justified itself in his hands. 

Those who visited his store saw one 
of the best managed businesses in this 
city. No clerk was allowed to solicit 
trade or to advise a customer. Mr. 
Baldwin sold nothing himself. He 
merely stood with folded arms to see 
that no employee was idle and no cus- 
tomer neglected. On the walls he 
had emblazoned mottoes like this : 

The Price Tells and Everybody Tells the 
Pric ec. 

The Best Advertisement is a Pleased Cus- 
tomer, 
and many more of equal pungency and 
significance. 

EE ee 

A POSITIVE nuisance has grown out 
of a new advertising trick by which cer- 
tain companies, notably in Boston and 
Chicago, are pushing their wares by 
getting little boys to act as peddlers and 
agents in the hope of “‘ getting a_bicy- 
cle free.” These companies sell books, 
baking powders, and lawn-mowers in 
this way, demanding a large sale in re- 
turn for a cheap bicycle. The trick is 
practiced to such an extent that the av- 
erage neighbor’s child is ten times more 
of a terror than nature made him,— 
San Francisco Argonaut, 
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PRINTE 
A CAMERA MYSTERY. 
‘By Clifton S. Wady. 


For the good it may do others by way 
of warning, I am led to relate here a 
bit of experience which I have recently 
had with a ‘‘ fence artist,” so called. 

I have always been averse to putting 
out advertising in directions which ad- 
mit of no proof of the work having 
been honestly done ; hence I was par- 
ticularly glad to engage the services of 
one who called and offered to place a 
certain number of my three-line adver- 
tisements in conspicuous places, and 
present proof that they had been actu- 
ally painted, as agreed. To cover this 
last clause he contracted to furnish me 
with the photographs of every piece of 
painting called for by his bill, as they 
appeared, together with a fragment of 
the surrounding scenery. 

The subject of my announcement 
was a staple article—soap—which I 
considered would receive a great boom 
in this manner and at a cost below any- 
thing of the kind I ever heard quoted. 
However, depending on the irrefutable 
proof of actual photographs, I signed 
a contract for painting 500 pieces of 
** advice,” as follows : 





USE 
CAST-STEEI 
SOAP. 

As my agent claimed to have a large 
corps of workmen in his employ, I was 
not surprised at his appearance, a week 
later, with a valise full of 4x5 photo- 
graphs, which he proceeded to take out 
and place at my disposal. 

The lettering was exactly the same in 
every instance, and everything appeared 
to be just as agreed upon. In addi- 
tion to this, strikingly eligible positions 
had been secured, which I had not 
anticipated, and I secretly exulted at 
my bargain. 

Continuing my survey of the pic- 
tures, | soon came across one showing 
the sign upsidedown on a fence. *‘ Oh, 
that was intentional—quite a novel 
effect, you see,” explained my friend ; 
but I fancied I detected a look of un- 
easiness withal, hence was more careful 
to inquire into the reason for the lines 
appearing on the rear end of the town 
hall in a neighboring county. This 
time there was certainly a look of sur- 
prise on the man’s face, but he took out 
his note-book and passed the matter off 
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by observing: ‘‘Some fresh man on 
that district—I'll have to run over 
there and fix it up.” 

We proceeded. Fences, dead walls, 
roofs of elegant barns and even the 
sails of pleasure boats flitted across my 
view, bearing the magic letters. I 
began to be very much puzzled indeed. 
Here had this man secured space which 
hitherto had remained unavailable to 
the most ‘‘cheeky” individual in the 
business. Suddenly as I turned over a 
lovely landscape showing the god of 
day rising beyond the eastern hills, light 
dawned—light dawned in more senses 
than one, for immediately my eyes 
rested on the familiar lines painted full 
upon the rising sun ! 

* * * * x 

The scenes ‘which followed may be 
better imagined than described, as the 
novelist says. Suffice it to add that, 
at the trial for swindling which fol- 
lowed, the methods of this bold oper- 
ator and ‘‘fancy’’ painter were dis- 
closed. 

The scheme was exceedingly simple, 
and it is a wonder it had not been 
worked before. Photographs of avail- 
able spaces were really taken, but no 
painting was done, for with the nega- 
tives in hand it was an easy matter to 
cause the lettering to appear in such 
part of the scene as was desired by 
cutting out paper letters and pasting 
them on the face of the negative. This 
being done, they intercepted the light 
upon exposure to the sun’s rays, and 
left the sensitive paper showing white 
outlines of the sign at the spot it was 
claimed they were painted. 

Of course there are painters and 
painters, and this kind of work could 
likely be obtained properly done; but 
nevertheless the impression created by 
the incident has converted me to the 
great ranks of the newspaper advertis- 
ers who place their matter where they 
can be easily certain of its appearing 
according to contract, and where it is 
at least beyond the reach of the mys- 
teries of the camera. 


Ir is true that ‘‘ anything which is 
worth doing at all is worth doing well.” 
Advertising is no exception to this 
rule. Some business houses which are 
considered careful and prudent in other 
matters spend thousands of dollars ad- 
vertising at random and then wonder 
why they do not get good returns.— 
Danvers (Mass.) American Home, 
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ADVERTISING FOR WOMEN. 
‘By Nath’l C. Fowler, Fr. 

In Printers’ INK of the 22d of 
July appeared an article written by 
myself, entitled, *‘ Reaching the Men 
Through the Women.”” In PRINTERS’ 
InK of August 5th, Mr. William H. 
Maher, one of the shrewdest adver- 
tisers in the country, and a man whose 
opinion is valuable because it is the 
result of practical business experience, 
takes the most radical exceptions to the 
claim made by me that the majority of 
men can be reached through the women, 
and that the advertiser who has for sale 
necessities in men’s goods will frequent- 
ly find it advisable to attempt to reach 
the men by especially appealing to the 
women. 

The argument of my article, while 
appearing to travel outside the beaten 
road, is founded upon theories backed 
by fact, proven true by my own hard 
experience and by the experience and 
practical tests of the leading advertisers 
of the country. 

This article of mine has been copied 
by a large number of leading publica- 
tions, and has met with more comment 
than any other paper with which I ever 
burdened the public. With the excep- 
tion of the reply by Mr. Maher, every 
criticism upon the article has been 
favorable, and I have been overwhelmed 
with opinions unconditionally sub- 
stantiating the ground which I attempt- 
ed to assume, 

During my career as an advertising 
expert I have over and over again at- 
tempted to reach the men through the 
women by writing advertisements es- 
pecially attractive to the women, and 
by advertising in publications sup- 
posed to be read almost exclusively 
by women. 

Understand, I have not ignored di- 
rect advertising to men. I have sim- 
ply used both methods, and have found 
that the principle of advertising to the 
women to reach the men will generally 
bring more business than by advertis- 
ing to reach the men by advertising to 
the men. I believe in both methods, 
for by both one reaches everybody. 

I have tried this theory on goods like 
bicycles, hot-water heating apparatus, 
steam boilers, carriages, and other 
masculine necessities, including the 
special pushing of a typewriter used 
almost exclusively by professional men 
who do not keep stenographers. I 
have never experienced a single instance 
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where this method of advertising did 
not bring adequate return. 

Evidently Mr. Maher's experience 
proves to him quite the reverse of that 
which I claim. His argument would 
seem almost unanswerable because it 
is based upon experience as he experi- 
ences it. 

Notwithstanding Mr. Maher’s direct 
evidence against the fact-theory ad- 
vanced by me, I still stoutly maintain 
the of my statement. 
Special exception does not disprove ac- 
cepted rule. Mr, Maher’s experiment 
seems show to him that he must 
reach the women through the men. 
The experiments of nine out of ten of 
the great advertisers prove the reverse. 

I can bring almost unlimited records 
of cases entirely opposed to Mr, 
Maher's experience. If the thing is to 
be tested by actual fact—experience, 
not theory, being allowed to count—lI 
would have better backing for my 
argument. 

Mr. Maher speaks of that excellent 
paper, the Farm Fournal, of Phila 
delphia, claiming that his advertisement 
in that journal paid him exceedingly 
well, while the same advertisement in 
the Ladies’ Home Journal paid only 50 
per cent of the cost of advertising. 

I do not discredit Mr. Maher’s state- 
ment. Itsimply cannot be understood. 
Cases of comparison like this are con- 
stantly coming up. 

I believe in the value of both publi- 
cations. I see no reason why one 
should not pay proportionately as well 
as the other. The Farm Fournal, if 
I mistake not, makes great claims of 
being a family paper—that it is read not 
only by the farmer, but by the farmer’s 
wife and his family. In recommending 
the Farm Fournal to my clients, I 
would place particular stress upon the 
fact that the paper is interesting to the 
family at large, and therefore a valuable 
advertising medium. It would seem to 
me that the class of people reached by 
the Ladies’ + ome Fournal would be 
somewhat similar to that reached by the 
Farm Fournal, and that an advertise- 
ment which would pay in one would 
pay equally well in the other. I believe 
that as many farmers read the Yadies’ 
Home Journal as read the Farm Jour- 
nal, and that as many women propor- 
tionately read the Farm Journal as 
read the Ladies’ Home Journal. 

Mr. Maher claims that the majority 
of his orders came directly from the 
men who buy sheers, scissors, and other 
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commodities for the women, He seems 
to be of the opinion that because men 
order these things the advertisement is 
read by the men, not by the women, 

Is Mr. Maher a married man? Has 
he brothers married? One would al- 
most suppose he knew nothing of the 
links of the chain of matrimony, that 
he never had experienced that delight- 
ful thrill which comes to every married 
man when his wife, kissing him on the 
doorstep, says, “‘ My dear, be sure and 
order so-and-so for me from Mr. 
Somebody.” 

It does not matter whether the answer 
to the advertisement appears to be in : 
man’s handwriting or a woman's. 
believe that in nine cases out of ten, 
no matter who writes the letter, that the 
woman is at the bottom of it. I still 
stick to my argument. Perhaps I am 
wrong. If I am, I am in good com- 
pany. 

So long as I can make money for my 
clients by advertising not only to the 
men direct, but to the men through 
the women, and to the women direct, 
whether the article I am handling be 
stoves or corsets, or roll-top de 
paint and oil, I cannot disbelieve that 
the woman is the buying power behind 
the man, greater than the man himself. 


ks or 





AS TO SOME ELECTROTYPED 
ADVERTISEMENTS. 
By Milton J. Platt. 


There is no doubt but that the elec- 
trotyped advertisement, and the little 
fellow especially, is a very useful and 
convenient vehicle for advertisers who 
wish their announcements done up in 
some particular style and in small par- 
cels, and who intend them chiefly to be 
used in country newspapers. That is 
all well enough. But what I am more 
concerned about bringing to the sur- 
face is the altogether too ridiculous ex- 
hibition some of these advertisements 
make when they are used in any other 
than the legitimate sphere for which 
they were originally intended. 

Many of the small newspaper offices 
to which electros are sent would no 
doubt find great difficulty in getting 
the advertisement up in type if only a 
proof were supplied and they were told 
to ‘* follow copy.” Hence it has grown 
to be a matter of considerable conven- 
ience, and a means Of avoiding disap- 
pointment to the advertiser, for him to 
obtain a number of electros and send 
them out broadcast to be inserted in all 


the publications he has made up his 
mind to patronize. In this general 
distribution naturally are included some 
of our best journals and magazines, 
and here it seems the useful little elec- 
trotype’s mission should be helped 
along in another way. 

As a suggestion of the style of com- 
position approved of by the advertiser, 
it should keep its place as a suggestion, 
and when it reaches the high-toned 
magazine it should be laid aside and 
the matter put in type to conform to 
the width of column of such magazine. 

It cannot be argued that the estab- 
lishments in which our handsome and 
voluminous publications are produced 
are lacking in the necessary material 
to set up any advertisement of the kind 
under discussion; nor can it be suc- 
cessfully demonstrated that the elec- 
trotypes are used without resetting on 
the score of a desire to save expense. 
As to the appearance of the pages in 
which they are placed the least said the 
better. Many of them give one the 
impression that the advertisements have 
been hastily set up in sticksof all sorts of 
measures, and that, time having pressed, 
they were used as they appear, to avoid 
delay. 

Even if the assertion be made that 
advertisers insist upon the electrotypes 
being inserted just as they are sent out, 
that will not supply a valid excuse for 
the jumbled up, higgledy-piggledy ap- 
pearance of some magazine advertise- 
ment pages. Indiscriminately sand- 
wiched in between their proper-width 
companions, there is not even the ex- 
cuse apparent that this is done in order 
to preserve a certain classification, for 
we find curling cream, shorthand and 
steel pens, clothes-lines and pianos, san- 
itariums, pencil sharpeners and type- 
writers in inharmonious confusion. If 
they must be used they must. But why 
not put them all together and make 
some attempt to beautify the pages 
they wouid occupy by a little typo- 
graphical ornamentation to help out 
the narrow appearance the columns 
would have ? 

ae - 

Don’r get angry at trifles. Look at 
vexations now as you will view them 
thirty days from date. The angry man 


who gets the wrong key and pushes 
and rattles the door till he breaks the 
lock, loses more time than if he had 
quietly gone for the right key, and 
pays for a new lock besides.—Factory 
News. 











MORE WAYS OF LOOKING AT IT. 
‘By Charles A. Bates. 


In PRINTERS’ INK of August 12 Mr. 
J. F. Place adversely criticises pub- 
lishers for objecting to the cancellation 
of contracts by advertisers. 

Taking the case, as ‘* supposed ” by 
him, of ‘‘a responsible advertiser” 
contracting for space for one year at 
a price which, had it been but a trifle 
lower, would have been refused, and 
after running it a month ordering it 
to be discontinued. It does not seem 
to me to reflect discredit on the 
publisher if he makes a_ strenuous 
objection. 

It requires the same amount of 
clerical work to accept an advertise- 
ment fora year as for one month, to 
say nothing of the editor's mental 
strain as he weighs in his mind the 
question of whether or not he could 
get a better rate by refusing the first 
offer. Again, it costs just the same to 
set up the advertisement where it is 
not an electrotype, and, where it is 
electrotyped and goes into a form fora 
year, it is seldom moved till the expira- 
tion of the contract. 

The comparison of the publisher to 
the merchant is hardly right, for this 
reason: A small dealer orders 1,000 
clothes-pins (or what not), to be shipped 
100 at a time, and gets the benefit of 
the 1,000 price ; after receiving the first 
100 he cancels the order ; the seller will 
immediately request payment for the 
quantity delivered at the rate for that 
amount. So with a yearly contract for 
advertising. The yearly rate, per inch, 
is in many cases not over half as much 
as the monthly rate 

If, in cancelling, our ‘‘ responsible 
advertiser” will pay for what he has 
had at the proper rate, I believe that 
he will have no trouble whatever, but 
will be treated with the utmost courtesy 
and consideration. 

Another way of looking at it. An 
amount of advertising space is sold, 
say, in October. In the following June 
the advertiser orders the advertisement 
discontinued. It is about the same as 
if he had purchased an overcoat in the 
fall and wanted to return it in the 
summer. Advertising is about as hard 
to sell in June, July and August as is 
an ulster. 

In this view of the matter I am 
taking the smaller papers as a basis— 
those in which composition and make- 
up cut quite a figure in the total cost 
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of publication, and in which the can- 
cellation of a contract is a dire 
calamity. 


> 
ADVERTISING VS. FLAT-IRONS. 
By P. V. Collins. 


It seems strange that the position of 
the dealer in the advertising space 
should be so poorly comprehended by 
one who has any connection with the 
business as is shown by a contributor 
to PRINTERS’ INK, in an article on the 
subject of cancellation of contracts, 
published August 12. As a publisher 
I have had this question brought be- 
fore me many times each year and in 
many forms. What publisher has not? 
For instance, a certain advertising 
agency has made a regular practice of 
cancelling three out of four of their 
orders before the term had expired, and 
more than one publisher of my ac- 
quaintance has suffered not only from 
bona-fide cancellations of orders, but 
from alleged notices of cancellation 
which had never been received by the 
publisher. Weeks passed and the pub- 
lisher continued to run the advertise- 
ment in good faith, only to be con- 
fronted by a claim of discount when 
the bill was presented, on the pretense 
that the agent had ordered the six 
months’ contract discontinued after the 
first month, as though it made no dif- 
ference whatever whether the order 
was ever received by the publisher or 
not. This is given not as an isolated 
case, but as a regular practice of a well- 
known agency ; whether with or with- 
out the connivance of the advertiser, of 
course, can only be guessed. 

True, it is the publisher’s own fault 
if he allows such impositions, but 
many publishers belong to a class which 
is said to ride in first-class cars in 
Europe—lords and fools. 

Another scheme, not so dishonest 
but quite as unfair, is that adopted by 
many of the direct advertisers as well 
as by agencies, of contracting for a 
certain amount of space at the yearly 
rate, payments to be made quarterly, 
and then after securing all the courtesies 
and free reading notices usually given 
to large advertisers, suddenly decide to 
cancel their order and pay pro rata for 
the time it has run. It makes no 
difference to them what the publisher’s 
rate may be for short-time adver- 
tising, and they are indignant if they 
are not given all the advantages of 
yearly rates and complimentary notices, 
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The publisher may thank his lucky 
stars that they are willing to grant him 
pro rata for the time the advertisement 


ran, and they never say * thank you, 
sir,’ ior the reading notices. ‘‘ The 
reading matter was a part of the cour- 
tesies always expected,” etc 

I do not believe it is customary for 
publishers to complain if the order is 
cancelled before the advertisement be 
gins torun or before the season (if it be 
seasonable advertising) has approached 
too closely for the poe to solicit 
other orders to take the piace of tl 
cancelled ones ; but it must be remem- 
bered that publishers are accustomed 
to lay plans for months ahead, based 
upon contracts for their space. Shall 
they utter no protest at t 
advertisers who are so dishonest or 
unfair as to shift the burden of their 
own miscalculations upon the pub- 
lisher ? 

‘The simile between flat-irons and ad- 





ic 


he caprices of 


vertising space is about as heavy and as 
flat as the irons themselves. | he pl b- 
lisher is not a wholesale merchant, but 
a manufacturer, and a maker of a per- 
ishable commodity. Flat-irons do not 


sour on the owner’s hands overnight 
as do strawberries, cream and adver- 
tising space. The publisher runs his 
busi l 
when he starts out to make so much 





ess risks (and it is risky eno 





advertising space for sale. If he fails 
to sell it on time it is an absolute dead 
loss to him, 
the same. 

How about the intrinsic value of 
the flat-irons in comparison? 

If the wholesale me n 
possible way of disposing of those flat 


His expenses go on just 





irons to another customer, would he 
smile so blandly in accepting the can- 
cellation ? 

If the customer contracted to take 
one-fourth or one-twentieth of a foun 
dry’s entire output of flat-irons, anc 
induced the seller to throw in a 
‘* biled ” shirt and a pair of suspenders, 
and a house and lot, on the strength of 
that contract, and then calmly held out 
a silver dollar with a hole in it to pay 
for one flat-iron pro rata, would the 
seller be so polite in his acceptance of 
this turn of affairs? Or would not the 
air take on a steel-blue color and sound 
like Mr. Place’s suppositious answers 
of the thousand publishers under simi- 
> 


lar circumstances — ! !— ?—?? 
* * # * 2 !—with a aeinealih recom- 
mending a proper place to heat those 
flat irons ? 


PRINTERS’ 
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REPETITION IN ADVERTISING 


Success in advertising is gained by 
rhe public eye 
nay be photographic, but the memory 
of the average man, like his stomach, 
needs continual attention. 

Nothing is more deceptive than the 
public memory. 

It is a slate, on which the wet 
spong 
what to-day is a figure to-morrow may 
be a blank. This is the material on 
which advertising has to act, and the 
science of handling it rightly is really 
the secret of successful advertising. 
Chis is practically illustrated in our 
political campaigns. On every town- 
ship corner the names of candidates 
are announced in the largest of letters 
and the most pyrotechnic of colors. 
Everything is bold and big, and news- 
papers and orators do their level best 
in keeping the public memory in a 
healthy and receptive condition. This 
is advertising with a vengeance ; but 
when the object is realized the orators 
are dumb and the papers blank, and it 
may be safely asserted that in two 
years’ time the average man would be 
unable to name the officials for whom, 
perhaps, he carried a torch and muti- 
lated his conscience and his shoes in 
electing. The same law holds good 
in business advertising. It is incon- 
sistent to suppose that the advertise- 
ment of a year ago is pinned up in the 
public mind for a permanency. The 
man who thinks it is usually finds out 
his mistake. 

We cannot secure a succession of 
crops, either in business or turnips, if 
we neglect the indispensable formula 
of sowing the seed. The most suc- 
cessful men in business to-day are 
those who are not blind to the impor- 
tant fact that persistent advertising is 
the only kind that pays. Intermittent 
and spasmodic splashes in printers’ 
ink and an occasional splurge in wood- 
cuts and chromos may meet with tem- 
porary and isolated instances of suc- 
cess, but as a general rule are dollar 
hook for penny fish. It is a matter of 
both common sense and experience 
that in advertising and making busi- 
ness, as in fixing a lath or hanging a 
picture, it is as much a question of the 
hammer as the nail. Business success 
is not obtained by patent, but by pa- 
tient and persistent effort, in which 
advertising counts as an indispensable 
factor.—Prttsburg Budget, 


persistence in its use, 


e goes as often as the pencil, and 
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OUGHT TO CHANGE COPY. 
From the Advertiser's Guide. 

The New York //era/d has for months past 
had the following paragraph in its editorial 
columns : 

“A story is told of an advertiser who pre- 
sented himself at the New York //era/d coun- 
ter with a three-thousand-dollar roll as an offer 
for a half-column advertisement with a good- 
sized cut accompanying it. The ‘ad.’ was re- 
fused without even consulting Mr. Howland. 
There is a standing rule in the He raid office 
to never insert advertising cuts. Ex. 

Credit is given to a mythical source, and if 
the story has any foundation in fact, it would 
be found that some enterprising merchant, 
knowing of the idiosyncrasy of the /era/d, 
offered this big bluff in the hope of obtaining 
an advertisement by the publication of his 
name, of much more value than a half column 
in the /lera/d. 

It is preposterous to suppose that any level- 
headed man would offer, much more pay, 
about twenty dollars a line for an advertisement 
inthe Herald. There is nothing extraordi- 
nary in offering an advertisement with a cut in 
it, and it strikes us that there would not be as 
much inconsistency in publishing it as there is 
in adorning the editorial page of the Herald 
with “ A Hint from Paris.’ 

For a leading journal to waste as much space 
as the //era/d has done in this matter does 
not tend to elevate it in the opinion of business 
men; and instead of this very stale chestnut, 
we will offer the Herald a paragraph the truth 
of which we can vouch for, and in our judg- 
ment has more significance in indorsing the 
well-known value of //era/d columns than a 
paragraph that probably had its origin in the 
chamber of imagery : 

“ A young man answered six advertisements 
in the New York Sunday Herald and was 
offered a position by five of the advertisers out 
of the half dozen.” 

Kindly change te Nocharge for matter. 


“WE ARE ADVE RTISE D BY OUR LOV- 
ING FRIENDS.’ 
From the Pharmaceutical Era, 
When advertisers of babies’ health foods 
come to quote Shakespeare and subjoin infants’ 
pre to head-lines taken from the bard's 
istorical names, one begins to realize how far 
the noble art of advertising has outstripped 
some others, 
—-;, 
FOR SALE. 


Advertisements under this he ad SD cents « line 


INIATURE DYNAMOS for gromtame. 
i EMPIRE PUB. CO., 66 Duane St., N. Y. 


DITORIALS written for weekly newspa 
Ts by leading journalist. $8 per col- 
umn. “O. N. E.,” care Rowell & Co. 


IR SALE The. house 112 Kosciusko St., 
Brooklyn, 15x100. Price, $4,000. Apply to 
owner, GEO, P. ROWELL, lv Spruce St., N.Y. 


VYHEAP—A THORNE TYPE-SETTING MA- 

/ CHINE. Brand new. Perfect condition 
(Brevier). Address “INTERIOR,” © Dear- 
born St., Chicago, Ill. 


OR SALE—Half interest in an independ- 

ent Pennsylvania weekly. Live town of 

i 000. Purchaser must have $3,000 cash. 
“K. G.,” care of Printers’ Ink. 


G., 

R SALE—Web Press, six or seven col 

umn, folio or quarto, because of consoli- 
dation. Also 3) rolls six-column quarto pa- 
per. BEACON Office, Akron, Ohio, 








PRINTERS’ INK. 


2R SALE—A Prouty Printing Press, hand 

or power, seven columns. In first-class 
order. Will be sold cheap forcash. Boxed 
and delivered on board cars. Address, THE 
STATE NEWSPAPER CO., Richmond, Va. 


BIG BARGAIN—A = equipped inde- 
pendent daily and weekly newspaper 
and job office, in a Pennsylvania town of 
ae Largest daily circulation in the coun 
y. If you mean business, address DAILY 
Disp ATCH, Shamokin, Pa. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty three words and send 
it, with two dollars, to the office of PRINT 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the anuouncement will 
wenerally secure a customer. 


HE NOVELTY OF 1%%l — EMBOSSED 

TRADE CARDS. Entire:y new and orig 
inal. 12 businesses now ready. Bronzed! 
Illustrated ! Chaste! Elegant and fastidious! 
Big leader for printers and specialists. Full 
line samples for I) cents. GRIFFITH, AX 
TELL & CADY CO., Embossers, Holyoke, 
Mass. 








—— —— eb 
WANTS, 
Advertisements under this head 30 cents a line 
ONY PRESS WANTED—Small size ; sec 
ond hand. Must be good and cheap. 
A. DENIS, St. Hyacinthe, Que. 
E I. CLARK, 12 years editor Kingston 
‘4e Daily Freeman, desires new position. 
Terms reasonable. Kondout, Bs Ee 


Ww. E WANT NOVEL TIES and quick-selling 
artic - to handle through the mails. 
. CO., P.O. Box 198, Montreal, Canada. 








4\XPERIENCED newspaper business man 
y ager, wide-awake, open for engagement. 
Address “ F. D.,” 544 2nd Ave., Detroit, Mich. 


I IRECTORY PUBLISHERS please send 

circulars and price-list of your Direct 
ories to U. 8 ADDRESS CO., L. Box 140%, 
Bradford, McKean Co., Pa. 


Oy My ~ wanted to secure subscrip- 
/ tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of Printers’ 
Ink, 10 Spruce St., New York. 


MAN who has successfully solicited ad 
4A. vertisements for fifteen years, desires to 
represent a few first-class publications that 
are not receiving the business that they are 
entitled to from Chicago and vicinity. No 
offers will be entertained but from powers of 
acknowledged standing. Address “ A. J.G., 
Box 589, Chicago, I 


.? Was E Sere. “IDEAL MASTER 
ROM FAMOUS ART GAL 
Prins. a Fa ft and elaborate art 
advertising specialty. Large advertisers, 
specialists and printers want it. Newspaper 
publishers will find it a taking supplement. 
send 6 cents for sample and prices. GRIF 
FITH, AXTELL & CADY CO., Embossers, 
Holyoke, Mass, 


ge ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you Want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars, As a rule, one insertion can be relied 
upon to do the business. 


ANTED—ACTIVE, ENERGETIC MEN, to 

take charge of Advertising Department 
Goldthwaites’ Geographical Magazine, for 
Boston, Philadelphia, Pittsburgh, Chicago, 
St. Paul, San Francisco. Only those need 
make application who can furnish high class 
references for ability and trustworthiness. 
Exclusive ‘gt for each city. Rare EN 
for the rij man. Address THE GOLD- 
THWAIT nia Fulton St., New York, 
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Wars additional medium, by 
A. H. SYMONS, Sole Special Advertising 
Agent for Good News and New York Weekly, 
No. 5 Beekman St., New York. 
— oe — 
SPECIAL NOTICES. 








Advertisements under this head, two lines or 
more, without display, We. a line. 


LLEN’S LISTS ARE strong. 

A 

I EVEY’S INKS are the best. New York. 
4 


POPULAR EDUCATOR, Boston, for 

Teachers. 

wry HERALD, Phila., Pa. 15th year. 

i 80,000 monthly. 

MPVHE GRAPHIC, Chicago, “the great West- 
ern illustrated weekly.” 

MPVUE GRAPHIC, Chicago—Most value 
least cost to advertisers. 

] RIGHT, clean and reliable is the SAN 


FRANCISCO BULLETIN 
TEW HAVEN NEWS—Only independent 

a newspaper in Connecticut. 

b tr like mone So do we. Try the 
LOUISVILLE ¢ ‘OMMI RCIAL. 
COMPLETE Family Newsps 

44 FRANCISCO CALL. Estab. 1853. 

were names $1 to $10 per 1,000. 

i AGENTS’ HERALD, Phila., 

‘AN FRANCISCO WEEKLY CALL and 

Ss BULLETIN cover the Pacific Coast. 
ARGEST evening circulation in Califor 

4 nia—SAN FRANCISCO BULLETIN. 

P* SPEROUS, intelligent poopie 2 rene ene dd 
by the SAN FRANCISCO BULI 

Mocs. “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads. 











TANVHE ADVERTISER'S GUIDE- Mailed free 
by STANLEY DAY, New Market, N. J. 


I IGH grade, pure tone, honest circulation. 
None better. SAN FRANCISCO CALL, 

; 22.846 W.; circu 

DD. O63 nie FRANC ae. O CALL. 


A’ ER TISING rates l5c. per inch per day. 
4A. Cire’n 6,500, Enterprise, Brockton, Mass. 





Hs ST ORDER Mechanical Engraving. 
Khodes, 7] New Chambers St., N. Y. 


a FOR INVENTORS ; 40-page book 
REE. W. T. FITZGER ALD, S00 F St., 

W a.m b. Cc, 
TYVYPE Measures, nonpareil and agate, by 
mail to any address on receipt of three 
2c. stamps. Address GEO. P. ROWELL & CO., 


New York. 
\ EDICAL BRIEF (St. Louts) has the largest 
4 


circulation of any medical journal in 


the world, Absolute proof of an excess of 
thirty thousand copies each tissue. 


DAPPER DEALERS.—M,. Plummer & Co. 
16) William St., N. Y¥., sell every kind ot 
paper used by printers and publishers, at low 
estprices. Full line quality of Printers’ INK. 


VIE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur 
chase of the b s with it a paid sub- 
scription to Printers’ Ink for one year. Ad 
dress: GEO. P. ELL & CO., Publishers, 
No. 10 Spruce St., New York. 


WwW HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
Printers’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No, 10 
Spruce 8t., New York, 
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I ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
throughout the whole country. For Denver 
the paper accorded - distinction is the 
DENVER REPU BL IC. 


YLASS PAPERS. Trade Papers. Complete 

/ lists of all devoted to any of the various 
trades, professions, societies, etc., may be 
found in Geo. P. Rowell & Co’s “ Book for 
Advertisers,” which is sent by mail to any 
address on receipt of one dollar. Apply to 
GEO. P. ROWELL & CO., Publishers, 10 
Spruce St., New York 


HIS PAPER does not insert any adver 

tisement as reading matter. Everythin 
that does appear as reading matter is inserte nd 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. 


M's INEY There are a . gre ater number of 
fleas banking and other monied 
institutions to the square inch in the city of 
Hartford than in any other city in the world. 
Financial advertising is a conspicuous feat 
ure in the columns of the TIMES, the undis 
puted leading newspaper of Connecticut. 
Sample copy tells; rates also. 


TIVHE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min 
eral region of Alabama. Average daily cir- 
erage Sunday circ ulation, 
; average weekly circulation, 2 
Population of Jefferson County, in wh h 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 











MERICAN Ne wspapers printed in for 
4A. eign languages. Complete lists of Ger 
man, Seandinavian, French, Spanish, or 
Portuguese newspapers in the Un ted States, 
or all those orinted in any language other 
than English, may be found in Geo. P. 
Rowell & Co’s “ Book for Advertisers,” which 
is sent by mail to anv address for one dollar. 
Apply to GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York 


N R. GEO. P. ROW ‘LL has in contem- 
4 plation the formation of a corpor 
ation for the purpose of opening adver 
tising agencies in the cities of Chicago, 
Philadelphia, Boston, Cincinnati, St. Louis, 
Baltimore and possibly in San Francisco, 
Montreal and New Orleans, for the recep 
tion and forwarding of newspaper adver 
tisements. It is intended that these of 
fices shall be In charge of men who have 
received a training at the New York office, so 
long conducted by Geo. P. Rowell & Co. Each 
branch office will be supplied with rate cards 
and prepared to quote advertising rates for 
the newspapers of the country, most of 
which will be kept on file, but will en 
deavor to concentrate its business in the 
direction of leading newspapers — those 
which can be of most service to an ad 
vertiser in proportion to the prices 
charged. If the plan is carried out the name 
under which these offices will be conducted 
will probably be the Rowell Newspaper Ad 
vertising Bureau, or perhaps the American 
Advertising Company, and it is expected 
that the corporation will acquire the good 
will of the long-established business of Geo. 
P. Rowell & Co., also the copyright of the 
American Newspa yer Directory, the weekly 
ournal for advertisers (PRINTERS’ INK), and, 
n fact, succeed to all the interest of the old 
house, and add to it new enterprise and new 
workers, 





Correspondence is solicited with persons 
wishing to take an active interest (pecuniary 
or otherwise) in the oregees® branch offices. 

Address GEO P. ROWELL, 
10 Spruce Street, New York, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisuers. 
Office: No. 10 Spruce St., New York 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred 

ADVERTISEMENTS, agate measure, 50 cents a 
ine; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 





JOHN IRVING ROMER, EDITOR. 


NEW YORK, AUGUST 26, 1801. 
For the week ending August 15, 88 new names 
were added to the mailing list of Priwrers’ Ink. 


THE business of advertising has 
changed wonderfully during the past 
forty years. Many of those now ac- 
tive have little idea of the totally differ- 
ent condition of things which prevailed 
during the fifties. Manufacturers of 
patent medicines found newspaper ad- 
vertising just as remunerative then as 
now, but used other methods in con- 
ducting their business and managing 
their advertising. In the case of a pop- 
ular remedy the business was carried on 
altogether through agents, who traveled 
slowly over their allotted territory. The 
routes were gone over once a year, the 
traveling agent leaving a new supply of 
medicine at the local store, collecting 
what money was due, paying advertis- 
ing bills and contracting for new space. 
He would pay his own salary out of the 
moneys collected and forward the bal- 
ance to the home office. He took time to 
investigate carefully the circulation and 
character of the various papers, the 
publishers expecting to reveal to him 
the secrets of their press rooms. But 
it would not appear that such knowl- 
edge was put to any practical use, as 
the same offer was made to all the 
papers. As an example of the prices 
that were then in vogue, it may be said 
that, in one year, every weekly in Penn- 
sylvania was offered $8 to insert two 
four-inch advertisements each issue for 
a year and 52 reading notices. This 
offer brought in 200 acceptances. The 
traveling expenses of the agents cost 
as much as the advertising, but letter 


RS’ INK. 


postage was at that time also very 
high. 

(he methods of filing papers and 
keeping track of contracts were more 
crude than now. Papers were filed on 
horizontal spindles, and if the insertion 
was found to be correct the paper was 
hung upright, otherwise upside-down. 
Then, when the publisher’s bill was re- 
ceived, the advertiser would take the 
file down and run over it to see if there 
were any incorrect insertions. Then, 
if everything was found correct, the 
bill was ordered paid. 





AN illustrated humorous journal an- 
nounces that it will change from a 
weekly to a monthly and adopt maga- 
zine form, ‘lhe reason for the change 
is explained by the growth of the prac- 
tice of illustrating among daily papers. 
The daily press, it is asserted, has 
pretty nearly usurped the position once 
held by the illustrated weekly journals 
of this country. The _ publisher's 
notice concludes as follows: ‘‘ A man 
gets ahead in this world by pulling 
with the tide. Pulling against it gives 
him oceans of exercise, but yields him 
little of the stuff that buys brown-stone 
fronts,” 





THERE seems to be no effort made 
on the part of some advertisers to 
adapt their announcements to the class 
of trade addressed. For example, in 
some of the class journals we note the 
same advertisement that is used in me- 
diums of general circulation when the 
consumer is aldressed. How absurd 
it seems to find an advertisement of a 
patent medicine in a drug journal con- 
cluding with the recommendation to 
‘*ask your druggist for it.” If it is 
worth while to make a contract with a 
paper and pay the bill, it ought to be 
of sufficient consequence to get up 
new and appropriate copy. 

ee 





ADVERTISERS cannot be too careful 
in regard to the wording of their con- 
tracts. Cases are continually coming 
up of disputes between publisher and 
advertiser—the former claiming that 
the terms of the contract have been 
complied with, while the latter asserts 
that some other position than the one 
given was intended. A little care in 


wording the order, so as to make mis- 
understanding an impossibility, will 
save a good deal of this sort of annoy- 
ance. An incident somewhat out of 
the usual run came to notice recently, 




















a 


ate eae 











(6. el 


The advertiser worded his order as 
follows: ‘* Top of column, second 
page, reading matter on either sick 
and below—if this position cannot be 


given do not insert.” The paper—a 
leading New York daily—inserted it 
with reading matter on one side and 
bottom and another advertisement on 
the right-hand side. The advertiser 
disputed the correctness of the inser- 
tion on the ground that he specified 
reading matter on both sides, usi 
the word either in the same sense as in 
speaking of ‘‘a man walking down 
street with a bundle in either hand 
rhe publisher replied that while in the 
construction quoted either certainly 
meant both, its common meaning was 
one of two; and if the advertiser 
meant both he should have said so. 








Printers’ INK justly condemns the remarks 
of Mr. Ochs, of the Chattanooga Darly 7¢m 
That gentleman stated that he believed the 
$100,000 of advertising given to Rowell for his 
directory was of no benefit to any one—that 
it was simply given to Mr. Rowell with a hope 
of getting a better rating than publications 
were entitled to. 

Ihe editor does not know that his « : 
carries much weight, and insomuch as Mr 
Rowell publishes a paper in the same fiek 
with us, it may seem strange, in these days of 
not always haqnorable competition, for us 
espouse Mr. Rowell’s cause Fact is, we 
not espouse Mr. Rowell's cause, but the tr 
hurts no one, and should not be distorte 
has been done by Mr. Ochs. It is our candid 
opinion and positive belief that Mr. Rowe 
cannot be, and is not, influenced in giving fals« 
reports of circulation through an order for 
space in his directory.—/’refitable A dvertis- 
in 

















The editor of Profitable Advertising 
is right ; it is thought best the editor of 
the directory should not know whether 
a publisher has or has not sent in an 
order to insert an advertisement. When 
beginning the work on each yearly 
edition of the book, it is distinctly 
stated in the circulars sent out to pub- 
lishers that ‘‘ The editor of the direct- 
ory does not take cognizance of any 
statement about circulation made in 
copy sent for an advertisement to ap- 
pear in the book; for at the time of 
fixing the circulation of a newspaper 
it is found to be better that the editor 
shall neither know the contents or char- 
acter of an advertisement, or whether 
there is or is not an advertisement 
order on file.” 

In opening the mail, copy for an ad- 
vertisement is attached to the order 
and placed in a separate file from the 
statements of circulation and other 
newspaper information. That a pub- 
lisher’s claim of circulation in his ad- 
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vertisement is often so widely at vari- 
ance with his rating in the body of the 
book is proof that we rely on his send- 
ing us a separate statement, and that 
he has failed to furnish it, 

on the statement in his advertisemet 


being all that is necessary. 


Ggepenaing 
t 


WuiLe the Eastern advertiser is 


watching the journalistic chang 


his own section and noting the g 


in 
wth 
1 circulation of his home papers, he 
sometimes loses sight of the fact that 
similar changes are taking place in 
more remote parts of the country. We 
all know that California isa great State 
and that the dailies of its principal city 
are large and influential papers. But 








the facts in the case are brought home 


lly by the six months’ 


even more pointe 
statement of circulation received at the 
\merican Newspaper 
Directory from the San _ Francisco 
Examiner. 


othce ol the 


Being over the signature 
of aman of such standing as Mr. ¢ 

M. Palmer, its business manager, and 
e figures being in detail, the state- 
ment carries unusual weight. From 
this it appears that its daily issue has an 
average circulation of § 
and the Sunday ed 
paper competition has been close in 
San Francisco, and several of the lead 


329 copies 
tion 6s, 





je 
/ 


II. News- 


ing dailics—the Faxaminer among 
them —have claimed the largest circu- 
lation. Phe pul lication of actual 





ires reduces such claims toa definite 





hig 
and exact basis, and the public is 
naturally disposed to believe that the 
weight of evidence rests with the party 
making the plain, open statement, in 
the absence of anything from his con 
** Money talks, 


” it is said 


petitors 
and the exact figures are correspol d- 
ingly eloquent in the advertising busi- 
ness. 

EVERYBODY seems to think that 
business is going to be pritty good 
this fall. 

If general business is going to be 
good, advertising will be good. 

The publisher who wishes to get his 
share of advertising going should 
advertise in PRINTERS’ INK. 

It is not too early in the season to 
send the order now. 

If you delay serding the order, it 
be later than you would wish be 
fore it produces the effect you desire. 

August is the time to make contracts 
to catch the fall trade. 

Send an order to-day. 
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A PICNIC ADVERTISEMENT. 





When I was in Akron, Ohio, eigh- 
teen months ago, I saw an advertise- 
ment in the local paper to the effect 
that Charles R. Solomon, proprietor of 
‘* The Hub,” would give away, to the 
two lucky persons, house lots in that 
city. The gift was based upon the 
purchase of shoes at the store known 
by that name. I called upon Mr. 
Solomon, to get his views of advertis- 
ing to present to the Xecorder read- 
ers, but that gentleman was then East, 
pure hasing goods, ‘1 herefore, the in- 
terview was not written. To-day I 
received an invitation to attend his 
second jubilee celebration, It arrived 
too late, and I was forced to content 
myself with reading the following : 

The Day We Celebrate. 
GRAND JUBILEE CELEBRATION 
AND 
PUBLIC PICNIC, 


TO BE GIVEN BY 


THE HUB, 
AT LAKESIDE PARK, 
Wednesday, August sth. 
The People are our Friends ! 
We are the Friends of the People. 
We extend our hearty thanks to the citizens of 
Summit County, for the most successful 
season we have ever had, and to knit 
the bond of good feeling and 
friendship stronger than ever, 
we shall give our 
SECOND GRAND ANNUAL PICNIC! 
Aut Are Invirep! 
EVERYTHING Is Free! 

All good citizens—ladies and gentlemen—ex- 
pected to be present to enjoy one Glorious, 
Mid-Summer Day in our Company. 
ror your entertainment, the 
Metropolitan Brass and String Bands wil! fur- 
nish their choicest music. Exciting Boat 
Races, between Crack Oarsmen. Foot 
Races, between Renowned Sprint- 


ers. Singing by Different 
Quartettes and Jubilee 
Singers. 


A great Game of Base Ball, between the Hub 
and Akrons, and numerous other sports 
not mentioned. 

No Leather Medals, but Good, Solid Leather 
Shoes and other Prizes awarded to the 
winners, by Chas. R. Solomon, 

Last year we had 10,000 people 
present at our celebration, 

This year we want to shake hands with at 
east 25,000 noble Buckeyes. 

“elebrate with us. 

NO ADMISSION CHARGES! 
NO MONEY COLLECTED! 
No Business transaction of any kind, bet « 
good time for everybody on AuGusrt sth, wit 
the compliments of THE HUB. 

Cuas. R. Sotomon, King of Shoe Men. 
Granp Concert AND Dance, AFTERNOON 
AND Eveninc, Free tro ALL. 

#” Incase of inclement Weather the above 
Celebration will be held Wednesday, August 
2th. eg 


I do not think any further explana- 
tion is required regarding this gentle- 
man’s methods of attracting the atten- 
tion of the public. A man who has 
the courage to hire a park, provide a 
band, an orchestra, singers and two 
base ball teams, and invites the entire 
community to come and enjoy a good 
time at his expense, will be talked 
about. To be talked about means to 
gain notoriety, and notoriety of the 
right kind begets public confidence and 
favor, which, in turn, begets patronage. 
It may be a roundabout way to get 
customers, to ask people to go to a 
picnic. It is not drawing them into 
the store by the coat collar, but the 
man, woman or child (if the latter has 
attained years of discretion) who will 
accept an invitation, have a high old 
time at Mr. Solomon’s expense, and 
then go and buy shoes of a competitor, 
is mean—meaner than pusley. ‘There 
are such persons, ro doubt, even in 
Akron, but there are more, I believe, 
who will go to the picnic, enjoy it all 
they can, and go home vowing that 
Solomon's all right, and that it is no 
more than fair that they will go in and 
see what kind of a shoe store he has, 
when they buy their next pair.—JLvot 
and Shoe Recorder. 


LEVEL-HEADED JURY. 


There is considerable good horse 
sense in the following, which we clip 
from a Kansas exchange: ‘‘ A real 
estate agent at ‘Topeka sued for com- 
mission on a sale he brought about. 
The jury were evidently men that 
understood business, as they brought 
in a verdict against him on the ground 
that as he had no advertisement in any 
paper and had no printed lett r-heads, 
cards, etc., he was not a real estate 
agent.” 

ee 

** NEWSPAPER advertising pays the 
best,” remarked a prominent Broadway 
business man yesterday ; “‘we have shut 
down on all illegitimate schemes. It got 
so that if a man had a private party at his 
house, a programme was concocted and 
advertising enough secured to, pay all 
theexpenses.” The merchants are about 
unanimous in their repudiation of 
advertising schemes for societies, 
churches, schools, shows, fairs and the 
like. They propose to be “bled” no 
longer, but to advertise where it pays 
—in reputable family dailies,—7rey 
Press, 


































Miscellanies. 





A REALISTIC ADVERTISEMENT. 


A Good Advertisit Don't 


Spend Too Much nor 


r Medium 
» Little. —/’x 


large 


5K 








in 
buried in the 
Is this an evidence 
what ?—/'uck. 
Bulling His Bullying. — Editor 
Humph! Poetry is a drug on the market ! 
Aspiring Wit—-Glad to hear so. I hope you 
pay drug-store prices for it.—/’wcé. 


An 


Wickedness rejoices 
while 
the newspaper 
refinement or 


type, 
inside of 
ot m« 


good deeds are 


xdern 


Unpleasant Subject. — ‘** What 


shall I write this morning, sir?” asked the 
fresh young man of the mana Agra editor 
“You may try your hand on your resigna- 
tion,” replied the latter.— 7he A 
A Prominent Place.—Young Lady : 


What a delightful scene ! 
massive rock stands out. 


How prominent that 


Soap Manufacturer Yes; very fine I! 
have a man come down here to-morrow and 
paint a sign on it.—./udge. 

Not An Inspired Class. — Poet 
What do you think of these verses? I just 
wrote them off on the inspiration of the mo- 
ment. 

Cynic—If you can get some editor to accept 
them on the inspiration of the moment you 


will be doing very well, indeed.—/’uck. 

A Cure for Vanity.—Jinkers: That 
man is the most insufferable lump of conceit 
that ever trod the earth. I wish he could be 
elected President of the United States. 

Winkers—You do? Why? 

Jinkers—The newspapers _ make hir 
sick of himself.—New York ly. 


Long-haired individeeal (to Manaz- 
ing Editor)—Is the literary editor in? 

Managing Editor—No, he's gone off on his 
vacation, 


L. H. I.—Do you know whether he read my 
poem before he went ? 
Man. Ed.—I think he did. He asked for 


an extra week’s rest,—Buffalo Express. 
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Mark Twain is at Aix-le-Bains, 
under treatment for writer's cramp. His hand 
has given out from overwork in signing checks 
and making posit accounts, jalo E-n- 
quire 


The French journalist Sarcey picks 














up a lot of news by having luxurious apart- 
ments and a sideboard stocked with choice 
liquors to attract callers. Any numl f 
American reporters wo cw ig t 1 
pete with hin they were furnished w t 
samme tht ‘ 
Often Funny.—Calk Want any 
} tor ¢ W " 1 
Well. I’ve got son . - 
you ever rea 4 
* What are the 
Verdicts of « i 
Smith's Good N 
Editor— That young Mr. Col 
we took on as re rter is going t ake a 
hustler. 
Assistant Iias he disting imself 
already ? 
Editor—I sent him out to get tervi 





with some Indians; he couldn't find any, but 


he brought in a mighty interesting talk wit 


feather-duster man.—Lake Shor \ 

The Editor (blandly)}—May I ask 
why you demand ten dollars for these verses? 

Ihe Poet— Because | have acquired a name 
in verse making, and my work is widely | ib- 
lished, 

The Editor—Never saw it. 

rhe Poet—Why, confound it,man! I write 
all the charmis verses for (Queer’s soap. 
‘ittsburgh B vlictin. 








A Great Sensation. — Reporter 
Whew, things are dull down here! Isn't 
there any sort of a seaside sensati 
scandal, elopement—anything for me to writ 
up? 

Jinks (who has been stopping at the ‘beach 
alf summer , I've had a sensati f my 
own tor a week, 

“What is it? Quick!” 

‘The sensation of being broke.” ton 

The Engine of Civilization.—Rural 


that editorial 


ung German Em 


Have you finished 
takes of the yo 


Editor 


the recent mis 


peror ? 

Assistant—Yes, just got through 

‘Did you write any article on the Italian 
questi mm??? 


‘Yes, got up a column of good advice to 
the King of Italy.’ 


“Glad to hear that. We'll 





Il sen ac 
What else did you write?” 
** A long editorial on national finances.”’ 
“Good, That will fill the page. Now let's 


go out and see if we can borrow a dolla 


New York Weekly. 
At the Authors’ Club.—Rank Out- 


sider: Pray, who is that little man with the 
glasses, whom every one is crowding around ? 
Distinguished Compiler—Why, that is St 
dinge Adze, the business manager of the 
Whoepum Magazine, the most popular mem- 
ber of the club. 
Rank Outsider 
Distinguished Compiler Yes; he is the only 
one who is thoroughly conversant with the new 
copyright law.—/’uch 





??? 





NOTHING LIKE 


IT! 


‘Be STON, Aug. 8, 1891. 


Editor of Prinrers’ Ink: 
It is alr nost impossible for me to keep a file 
of Prin rer 


in my office wi hich people seem to have such 
an irresistible desire to stea 
Natu’. C. Fow.er, Jr. 
Neat Brotruers & Co., 
Manufacturing : Beewniote, 
7 EST JEFFERSON Sr., 
Lo ISVILLE, Ky., Aug. 7, ’91. 
Editor of Prinrers’ Ink: 
We wish to thank you for Printers’ Inx 


At first we did not pay much attention to it, 
but finally became interested and now read it 
carefully and are always the 


BEATTY 
Letters to Let. 


Fresh, new, good! GOODWIN, 1215 B’way, N.Y 


WOOD ENGRanits. | PETRIS.PELS 


Portraits Made to order from 
Photos. Cheapest ne wspape r cuts 
L 


1.00 ~ Send for proofs. CENTRA 


anxious to see 
Bros. & C 





Catalogue FREE 


Organs $5 up. 
, Wash’ton, N. J. 


Dan’! F, Beatty 














made, 
RESS ASSOCIAT'’N, Columbus, 0. 


IAN D 


Companies, Boards of Trade, 
Chambers of Commerce, Commercial Clubs, 
individuals, who desire to secure immigra 
tion, manufacturing, capital, or having land 
for le and who may wish to advertise at a 
moderate cost, In a most profitable section, 
will do well to correspond with me. 


B L. CRANS, 10 Spruce St.. New York. 


| Dodd's Boston, 
Send tor. Estimate. ) 


.. RELIABLE DEALING. CAREFUL SERVICE 
e- pg~ LOW ESTIMATES. ~24 


PRESSWORK. 


Large Runs Solicited. 

Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 
PRINTERS, 

15-51 Rose Street. New York, 
COMPOSITION ELECTROTYPING BINDING. 
Study Law 
At Home. 
Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 


(stamps) for partic 
ulars to 


W.C. Sprague, L.L.B. 


312 Whitney Block, 
Detroit, Mich, 








Ravertising Agency, 
265 Washington Street, 






















| 


SLEC 
Ink, as there is no other paper | PANY, Minneapolis, Minnesota. 














PRINTERS’ INK 


0 Per Day our agents make 
taking advertisements from 
§ leading firms for our ‘ynest 

| Call,”? which is put into hotels FREE 
| Write for an agency. You don’t need e xXpe- 
ence to mak big money working for the 
RANSOM TRIC GUEST CALL COM- 





Do You Use 
Advertising Signs? 


We charge more for placing them on prom 
inent walls and Bulletin Boards, where thou 
sands see them daily, than you pay your lo 
cal painter for placing them on back streets. 

Such locations are seldom worth cost of 
the paint. 


The R. J. Gunning Co., 


297 Dearborn St., Chicago. 





Lawyers Live Well and Have Money. 


The National Reporter System 


(St. Paul, Minn.) furnishes Lawyers 
Authorities, so MUsT be read. 


30.000 each week (magazines). (See 
Rowell’s Directory & preferred lists.) 
The largest Law Circulation in the world. 
Each copy in use 17 weeks (average) 


S. C. WILLIAMS, Mgr., 42 Tribune Bg.,N. Y. 


CANADA. Canada it will be of interest to 


know that we handle more business with 
Canadian newspapers than any other Agency 
in existence. We control the Canadian ad 
vertising of many of the largest and shrewd 
est advertisers in the world, Pears’ Seap, 
for instance. Our efforts are devoted to Can 
ada alone, and an intimate knowledge of the 
nee uliaritie: 8 s of the Canadian press, gained 

‘ *, enables us to 
We simply 
ask you to communicate with us before plac 
ing your orders. A. McKIM & CO.,, 
| Montreal, Canada. 


Don’t | 


place advertising. I don’t take com 

missions—simply prepare the ad- 

vertising matter. Customers 

from Maine to California—mostly 
large advertisers. SEND 10c¢, for my book 
Ideal Advertising ”—full details. 





If you intend advertising in 






|A. L. TEELE, Aovenrisina Sreciatisr, 


55 West 3. 33rd St., N. | N.Y. City. 


WE CON- 


DUCT A NEWSPAPER 
ADVERTISING ss&uc" 


WE GIVE TO ALL CUSTOMERS 






Judictous OVERTSE Conspleuous 
Selections, - Positions, 
Experienced Unbliaged 
Axsistance, Opinions, 
Prompt 


Transactions, q 


n 
Confidential 
Low Prices, Service. 


ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND 
ESTIMATES OF COST IN ANY NEWSPAPER 
FURNISHED FREE or CHarce 


J.L.STACK & CO. 
Newspaper Advertising, st. Paul, Minn, 
































Advertising Illustrations. 


Catchy Designs, Novel Styles, Artistic and 
Tasty Work, made to special order to suit 
any business for ne wspaper, circular, maga 

zine. Send stamp for cire ular giving full 
partic ay ars. 
. W. ROGERS, 1286 Broapway, N. Y. 








OVERMAN WHEEL CO., MAKERS, 


CHICOPEE FALLS, 
BOSTON WASHINGTON. DENVER 


MASS. 
SAN FRANCISCO, 


A. G. SPALDING & BROS., Special Agents, | 
.. Chicago, New York and Philade Iphia, _ 


Hye 


g d by the family or 
d are Pome hased by women, 


Of the ods u in the 
househol 


to th lass that 


Over 
1,000,000 
Copies 


of THE LADIES’ WORLD wil » during 
the coming three issues “yate are the 
Golden Editions of the year, the great bulk 
of this circulation going to paid-in-advance 
Commence with the October 


a 


subscribers. 
number of 


THE 
LADIES’ 
WORLD, 


and secure the regular rate by giving an order 
for six or more insertions. Forms close Sep- 
tember roth, 


S. H. MOORE & CO., Pubs., | 
27 Park Place, New York, 
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‘or 9000 


paid-up yearly sub- 










scribers as compared 
with this time last 
year, is the showing 
of 





THE 


" National Stockman 
and Farmer, 


PITTSBURGH, PA. 
It has the LARGEST 
CIRCULATION of 
the regular weekly 
agricultural papers. 


See It! Try it! 
AN CLOCKS. 


| 





O2Z=—O—3m=< 09 


No. |.—Height, 31! in. ; Dial, 12 in. 
“9 ‘“ 26 * ‘6 10 “ 
“ 3 ‘6 20 * rT 8 * 








Any desired reading matter in bold relief. 
Low prices for quantities. Send for circular. 


| BAIRD CLOCK CO., Piattsburgh, WN. Y. 
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Considering 
Canada 


( confidently Cou nt | 


On for exportation of this 
a Surplus year's grand WHEAT 
crop of from TWENTY to THIRTY MII 
LION BUSHELS, trade with the people who 
will collar the cold cash for this cereal should 
be well worth cultivating. 


Considering 


that there can be no success in trade with 
out judicious advertising, it should be 
worth your while getting lists, rates and 
sample copies of 


«« Preferred 
‘« Canadian 
‘* Papers”’ 
which ‘ Cover Canada Completely from 


Coast to Coast,” and reach every Class of 
Canadian Consumers. 


Represented exclusively by 
ROY V. SOMERVILLE, 
105 Times Building, N. Y. 


Special Agent for 

U.S. Advertising 
If you want to invest money 
in pleasure, you seek a proper 
guide. If you wish to 


Invest Money in 


Advertising 


you should pursue the same 
course, by sending for one 


of MY CATALOGUES of 


STATE 


COMBINATIONS 


which will guide you to a 
plan for advertising which 
cannot fail to produce satis- 
factory results, and at the 
same time 


Save You 507 


on rates charged by publish- 
ers. Send for this Catalogue 
before deciding upon any list 
of papers. Address 


S. E. LEITH, 10 Spruce St., N. Y.! 


Linton MANUFACTURING ComPaANy, } 
Sacinaw, Mich., Aug. 13, 1891. § 


V. D. Wilson Printing Ink Co. (L’d.) 
140 William St., New York: 
Dear Sirs : 

We find your ink as represented. 
Will favor you with further orders. i 
We have also recommended your firm ; 
to Messrs. Gebhart & Estabrook, of 
this city, who promise orders for you. 

Respectfully yours, 


Linton MANUFACTURING Co, 


Send for specimen book and _ price 
list. Address— 


W. D. WILSON 
Printing Ink Co. 


( Limited), 


140 William St., N. Y. 





Printers’ Ink is printed with Wil- 
son’s Ink. 


41,588,584 
Circulation 


In six months, July Ist to Dec. 3ist, 1890, was 
given by our agency to the 34-inch adver- 
tisements of 


Scott’s Emulsion 
of Cod Liver Oil 


in ilome Print country weeklies 

We believe an investigatio would satisfy 
many advertisers that they could use the 4 
Home Print weeklies to advantage. 





Our Catalogue of this class of 


papers, Second 
Edition for 1891, will be sent to any adver 
tiser on application, and our method of work 
fully explained. . 


BNeson HESMAN & 'O 








7 Pi 
N. W. BRANCH, Home Insurance Bild, CuMAGO. 
KASTERN BRANCH, 54 Beekman St., NEW YORE 











CLOSE 
SCRUTINY 

















sometimes reveals undesirable things, but 
COMFORT courts Inspection into its guaran 
teed circulation of nearly Three-fourths 
ota Million! 


We Prove All 
Our Statements 





| Grant, 


and Post Office 
, and better stil 


You Get Returns. | 


by affidavits 


receipts, paper 
bills, etec., ete ! 


s* 


“Ifyou putitin Comfort it Pays. 


Rig returns are positive proof of circula 
tion. Rates advance October Ist. | 
Space t the Agenc les, or of THE GANNETT | 
& MOR St CONCERN, Augusta, Maine | 
| 

New York Office, 2% Port Row, W. T. PER 


KINS, Manager. 


The Verdict Maintained! 


AN EXPERIMENT FOR FUN } 


Proves to the advertiser that Allen’s Lists 
can be depended upon for the strong and 
substantial results, at all seasons, that has 
ss character‘zed this broad and far 
ching circ penton 
THE Th ay H/ 
AMERI 


TA LGs REMAL LENS 
ON ANNUAL CONTRACT, | 


OFFICE OF ErruscaN ART ComMPANY ) j 
(Established 1886), De Esa ac a Manager, 
28 TEMPLE PLac 
Boston, Maas., vals Sth, 1891. | 
E. C. ALLEN, Augusta, Me 
Dear Sir: * * * “ Also permit us to say that 
» past five years we have advertised our 
*Etru-can Art’ work considerably; but not until | 
last May did we try our luck with you. In that | 
month we ventured a small ad. for fun; but can 
assure you that we have not had much time for 
d laughter, for it seemed as though the people of 
every State in the Union had conspired to flood 
us with letters of inquiry; and we soon found 
that our fun had to be spelled with a d (making 
it fund) to fairly represent the twist your papers | 
had given to the word in our favor. | 
* Yesterday we shipped goods to California and | 
Texas to patronsof your publications, and to-day, 
six weeks after the date of issue, we were more 
than surprised to receive orders from the Sand- 
wich Islands, from readers of your papers. Also, 
which makes us ready to exclaim: ‘What part of | 
the world is there not visited by some of your 
periodicals!’ Your lists have paid us more than 
well, and you may count on our patronage as long 
as we remain in business. Yours respectfully. 
(G. F.) ETRUSCAN ART CO.” 











Forms close the 18th of each month, prior 
te the date of the Periodicals. 


E. C. ALLEN, Proprietor of Allen’s Lists, 
AUGUSTA, MAINE. 
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INK, 


A STANDARD PAPER 
ATTRACTS STANDARD ADVERTISERS 


James Russell Lowell,* Long 
fellow, Beecher, Dickens and the 
late President Woolsey, of Yale 
College, were among the New Yors 
Ledger’s past contributors. 
Tennyson, Whittier, ex-Presi- 
McCosh, of Princeton Col- 
lege, Mrs. Amelia E. Barr, Robert 
Harold Frederic and other 
leading writers are among the 
Ledger's present contributors. 


* Lowell's last poem was in the Ledger's 
), 


Christmas number for 1894 

















He 
If he 


gets advertisements from us weekly 


Matter, Primers, 
some one Say 


“You order, we do the rest’’? 


wants Special ete., 


he tells us. Did 


Three sample cuts and advertisements, $3.00. 


TRY IT! 
THE ADVERTISERS LEAGUE, 
World Bldg., N. Y. 
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** It is the best known and most widely distributed paper in all the 





region north of San Francisco and west of St. Paul.’’—Prrinters’ INK. 


THERE IS NO OTHER INSTANCE 








where a newspaper so completely covers the entire 
field as in the case of THr OREGONIAN, 


Prints and Sells 136,988 Copies Each Week. 


Is clean, crisp, newsy—a business and a family paper—indis- 
pensable to the best homes—a household necessity. The 


PORTLAND OREGONIAN 


DAILY, SUNDAY, WEEKLY, 
reaches the mining camp, the ranch, the farmer, the lumber- 
man, the fisherman—in fact all people of any account, thus 
obviating the expense and trouble of using any other medium. 








Write not in the sand, where it will soon 
be effaced; but engrave it indelibly upon 
the mind and memory of all who see, read 
and heed THE OREGONIAN. 


Time and Money Lost in trying to find as powerful and at the 
same time as economical a method of reaching the people 
of Portland and State of Oregon. 


TIME and MONEY SAVED by using Tue OreconiAn. You 


need no other medium. J/¢ Covers the whole field. 
 €. BECKWITH, FOREION ADVERTISING, 


509 “ THE ROOKERY,” 48 TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 















PRINTERS’ INK, 


— TI0y —— __ 
SSS prover gt a 


"RAD. MARK) 


7407 ANSWEKS 


Talk about PROVING CIRCULATION by P. O.receipts, that is the 
old-fashioned way in use by the honest papers that have the circulation that 
they claim, but in addition to that 


THE SATURDAY BLADE 
THE CHICAGO LEDGER 


have another way of PROVING their circulation, of still greater interest to the 
Advertise: 








; the way referred to is 


| BY THE RESULTS. 


The Price Baking Powder Co. received, from one small local run one time 
in July, up to August 12th, 1801, 7,407 answer ind will no doubt get over 
8,000 replies altogether. Proved Circulation Pays No substitution in 
s “PROVED CIRCULATION,” 


300,000 siz. 


ADVERTISING RATES. 
Saturday Blade, - - - - - $1.00 per agate line per insertion. 
Chicago Ledger, - - - - - —s 8 " 
Blade and Ledger combined, - - @1.25 per line. 


Apply to any Agency, or the Publisher. 





W. D. BOYCE, Publisher, - - Chicago, 
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IMMEDIATE OUTLAY 
IS REQUISITE. 


$100,000 


WorTH OF ADVERTISING SPACE 
FOR+JSALE. 


This space was acquired in exchange for advertisements 





inserted in the American Newspaper Directory. It has all 
been paid for, and stands to our credit. ‘Therefore, the 
placing of advertisements by us in these papers to the 
amount standing to our credit does not require the putting 
out of any new capital. 

We will receive orders for advertisements to be inserted in 
these papers, and others with which we may have advanta- 
geous arrangements, and will accept in payment, from parties 
having fair business ratings, notes coming due a considerable 
time after the advertising shall have been done, and _ its 
beneficial results ascertained. 

To learn the character of the papers in which advertising 
is offered on these specially favorable terms, advertisers are 
requested to examine the advertising pages of the American 
Newspaper Directory. There will be found the largest mass 
of advertising matter ever bound together between the covers 
of a book, and among the papers represented will be found 
most of the oldest and best. 

An additional reason for carefully going over the adver- 
tising pages of the Directory for this year will be found in 
the interesting and ingenious exhibition of novelties in display 
which are exhibited there. Many an advertiser is kkely to 
find here an idea which will be of use to him. 


Address communications on the subject of advertising to 


GEO. P. ROWELL & CO., 
10 SPRUCE STREET, NEW YORK. 












Good 


PRINTERS’ INK, 


Business 


Abead. 


Get 





The prospects for a brisk fall trade are 
said to be excellent. If this is so, this 
means more and livelier advertising. If 
you are a wide-awake newspaper publisher 
you will naturally want to 


| Your 


Share 







of the business going. The way to do this 
is to bring the merits of your publication 
to the notice of advertisers. PRINTERS’ 
INK is just the medium you want. Every 
one says that there is no other paper 
so generally read among big and little 


advertisers. 
August is the time to make contracts 
to catch the fall trade Send an order 
to-day Advertising rates 50 cents a 


line ; $100 a page. 


GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 
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THE BEE LINE TO PROSPERITY 


7 ral We 6 NW 





in advertising is via 


THE OMAHA BEE 


You can’t expect good results from advertising in papers 
of small or doubtful circulation. “The Bee” is willing to 


have every one know the exact figures. Here they are: 


rm 


a = 27,000 Sy “KNOWN 
oo OHNE CIRCULATION. 


WEEKLY, 40,000 
The Omaha “ Bee” doesn’t offer “cheap” advertising—no 





“bargain-counter’’ business about it. If you want good sat- 
isfaction in buying a suit of clothes or in buying advertising 
space you must expect to pay a fair price for it. This is what 
Mr. Geo. P. Rowell said over his own name in PRINTERS’ INK 
for June 3: 
“AS A GENERAL RULE THE HIGHEST 
PRICED ADVERTISING MEDIUMS ARE 
THE CHEAPEST IN THE END.’ 


Advertisers who are looking for a safe, sure route to travel 


over will find the “Bee” line a “cuckoo.” The undersigned 


is the General Passenger Agent, and now is the time to 


GET ABOARD! 





A. FRANK RICHARDSON, 


13, 14 & 15 Tribune Bldg., 317 Chamber of Commerce, 
New York. Chicago. 
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